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MODIFICATION OF ISM TO RISM (RATIONAL 
INTERPRETIVE STRUCTURAL MODELLING)  

IN THE CONTEXT OF EMPLOYEE RETENTION 
THROUGH CRM AND PERFORMANCE

The paper explores the potential of CRM as a strategic element (along with performance, 
customer and bank perspectives, and demographic changes) for employee retention (using the 
Indian banking system as an example). The banking industry was chosen for this study because it 
is a service sector where transactions involving sensitive products (financial instruments) attract 
maximum attention from both employees and customers in the long run. To achieve this goal, the 
authors identified the main factors of customer relationship management that make it effective. 
The study investigated the relationship between CRM practices, the efficiency of banking 
operations, and the retention of bank employees. The analysis showed that bank employees have 
a much greater potential to influence the effectiveness of its activities than clients. Therefore, 
banks’ management should pay more attention to the recruitment of personnel, not only to the 
CRM system. The article specifically investigated the rationality of the relationship between 
CRM, bank branch efficiency, employee retention, and demographic variables. This allowed for 
several options for banks’ strategies in forming a stable staff of employees to be proposed. An 
important result of the study was the justification of the modification and addition of the ISM 
(Interpretive Structural Modelling) mechanism, which received a new name - RISM (Rational 
Interpretive Structural Modelling). Without violating the basic rules of ISM, the new mechanism 
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1. Introduction 
Performances that focus on the critical 

success factors, metrics of those factors, 
and trace the measures ultimately build 
the higher organizational performance and 
competitiveness [1]. This signifies that the 
barriers inherent to the organization for its 
future survival need to be diagnosed with the 
help of methodologies such as ISM, which 
can model the interrelationship of these 
barriers [2]. If it will be a matter of service 
organization, where financial products are 
transacted, then a well-established idea of 
customer relationship management (CRM) 
must be illustrated with its significance 
for the said financial business. However, 
the appropriate procedure of CRM 
implementation remains unresolved as 
proved by the study of Sota et al. [3] that 
carefully assessed 136 studies published in 
46 journals having 9900 citations. These 
questions include: whether CRM is always 
positive, or the flip side of CRM is yet to 
be explored? Whether CRM builds genuine 

allows to achieve better results, as it enables the development of a strategy for independent 
variables with a more accurate prediction of results.

Keywords: RISM, ISM, CRM, banks, performance, retention
JEL classification: G21, J50, J53, M12, M14, M54

Стаття присвячена дослідженню можливостей CRM як стратегічного елемента (разом 
з продуктивністю, перспективами клієнтів та банків, а також демографічними змінами) для 
утримання працівників (на прикладі банківської системи Індії).  Для цього дослідження було 
обрано банківську галузь, оскільки це така сфера послуг, де транзакції з чутливими продуктами 
(фінансовими інструментами) привертають максимальну увагу як співробітників, так і клієнтів у 
довгостроковій перспективі. Для досягнення поставленої мети авторами було визначено основні 
чинники управління відносинами з клієнтами, які роблять його ефективним. Було досліджено 
взаємозв’язок між практиками СMR, ефективністю банківських операцій та закріпленням 
працівників банку. Аналіз показав, що банківські працівники мають значно більший потенціал 
щодо впливу на ефективність його діяльності, ніж клієнти. А тому керівництво банків 
повинне більше уваги приділяти саме закріпленню кадрів, а не тільки системі CRM. У статті 
спеціально досліджувалась раціональність взаємозв’язку між CRM, ефективністю роботи 
банківських відділень, закріпленням співробітників та демографічними змінними. Це дозволило 
запропонувати кілька варіантів стратегій банків щодо формування сталого штату співробітників. 
Вагомим результатом дослідження стало обґрунтування модифікації та доповнення механізму 
ISM (Interpretive Structural Modelling), який отримав нову назву - RISM (Rational Interpretive 
Structural Modelling). Не порушуючи основних правил ISM, новий механізм дозволяє досягти 
кращих результатів, оскільки дає можливість розробляти стратегію щодо незалежних змінних з 
точнішим прогнозуванням результатів.

Ключові слова: RISM, ISM, CRM, банки, продуктивність, збереження працівників 
JEL сlassification: G21, J50, J53, M12, M14, M54

relationships or only driven by technology? In 
addressing these questions, Vazifehdust et al. 
[4], provided factors like technical infrastructure, 
human resource management, CRM process, 
culture, knowledge management process, 
organisational infrastructure, continuous 
improvement, top management, and chief 
executive officer as the sets of key success factors 
for CRM implementation. For e-CRM, the 
factors include customer satisfaction & loyalty, 
privacy protection, business intelligence tools, 
enterprise resource planning, integrated business 
system, and the importance of human resources 
of the concerned organisation [5]. According to 
this perspective, the study’s problem-definition 
refers to “can the employees’ retention be the 
end result of branch-banking performances and 
CRM practices of banks in the Indian scenario”?

Objectives of the study 
Based on the problem-definition, 

research-objectives are set as follows.
1. To identify the major determinants 

of CRM (customer relationship management) 
practices that make it effective.
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2. To examine the interrelationship 
between CRM practices, branch banking 
performances, and employee-retention. 

3. To study the role of demographic 
variables of bank-customers within the said 
interrelationship. 

4. To establish the rationality of the 
relationship between CRM, branch banking 
performance, employee retention, and 
demographic variables.

5. To propose some strategies for banks 
for better employee-retention. 

2. Research Methodology 
The ISM (Interpretive Structural 

Modelling) is based on the binary matrix 
resulting from the elements’ relationships 
[6]. From the comprehensive literature 
review, the element set for the ISM and their 
interrelationship is derived. Here, the complex 
direct and indirect relationships are adequately 
expressed and provide a meaningful structure 
[7]. The above fact builds upon the justified 
relationships concerning the variables that 
are established for the output model. Thus, 
it is clear that the descriptive research design 
upholds this study. Here, the model explains 
the BER (Bank Employees’ Retention) 
depending on the banks perspective (BP) and 
customers’ perspective (CP) with the help 
of branch banking performance (BBP) and 
effectiveness of CRM (ECPB). Additionally, 
the study addresses the effect of demographic 
characteristics (DEM) on CP and BP. With 
logical arguments, review of literature is 
made relating to various theoretical studies, 
empirical research works, and case studies to 
establish the relationships among the variables. 
The dimensions for bank employee retention 
are identified from the comprehensive 
literature review. The relationships depicted 
in Fig.1 (proposed structural model) are 
justified through the ISM model. Following 
the ISM, the relationship’s strength between 
the factors is warranted by the number of 
potential literatures retrieved. 

Step 1: On the basis of opinions of 
experts and literature review, relevant 
variables are listed and defined.

Step 2: Determine the contextual 
relationship through pair-wise comparison of 
the elements.

Step 3: The Structural Self Interaction 
Matrix (SSIM) is established to demonstrate 
the relationship between defined variables 
(elements). Each element is compared with 
the rest of the elements individually. 

Step 4: SSIM is transformed to the initial 
reachability matrix in the form of 1 & 0. 

Step 5: In the next step, test the 
transitivity check of the initial reachability 
matrix done through thumb rule of transitivity 
- if ‘A’ leads to ‘B’, ‘B’ leads to ‘C’, then A 
is related to C) [7;8;9;10] by several steps of 
iteration to convert final reachability matrix. 

Step 6: Then the levels are derived 
through iterative partitions of the 
final reachability matrix. 

Step 7: Interpret the relationships of 
the reachability matrix into a digraph and 
translate it into an ISM.

Step 8: Following the formation of 
the digraph, the percentile approach is used 
to determine the strength of the elements’ 
relationships. The relationship among the 
factors with the largest number of reviews is 
considered to have the highest strength, and all 
other relationships are weighted accordingly.

3. Literature review 
As literatures and expert opinions are 

basic constituents of interpretative structural 
modelling (ISM), the relevant literature is 
studied with coherent sub-sections. 

3.1 Elements of Customer Relationship 
Management (CRM) in the Banking 
Industry

The elements of CRM should be 
discussed in connection with banking 
organizations. The study of Chen and 
Popovich [11] asserts that CRM is the right 
combination of technology, people, and 
processes. Additionally, Sofi and Hakim 
[12] have identified further elements, 
supplementing those explored by Sin et al. 
[13], such as key customer focus, CRM 
organisation, managing knowledge, CRM-
based technology, personalisation, and 
customer prospecting related to the banking 
and hotel industry. 

Factors that contribute to successful 
CRM implementation include:

- CRM processes, human resource 
management, continuous improvement, 
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knowledge management processes, technical 
and organizational infrastructure, culture, 
and top-level management [4];

- organizations’ prioritization regarding 
organizational compatibility and customer 
focus [14];

- customer relations, reliability, 
empathy, and responsiveness [15]. The 
analysis conducted by the authors revealed 
that no significant variation exists in the 
perception of customers regarding these 
CRM dimensions.

- customization, responsiveness, 
reliability, commitment, customer 
orientation, customer attraction, customer 
retention, culture, and information 
technology [16].

 By this way, company’s corporate 
social responsibility carries a positive effect 
on the community and the environment, 
where the stakeholder interests and the 
pursuit of sustainable development show 
favourable influence on organisational 
performance [17]. So, the processes of 
value development process, value creation, 
integration of multiple channels, and 
management of information [18] can lead to 
better CRM performance. 

Discussing CRM in the Indian sub-
continent, effective communication between 
banks and customers is cited as crucial 
[19]. Other factors include security for 
customers, customers’ attitudes, knowledge, 
and safety, as well as service automation 
[20]. Moreover, customer-centricity, finer 
technology, information, value-added 
services, top management commitment, and 
fully-designed CRM plans are emphasized 
[21]. Changing customer needs, service 
without delay, technological advancements, 
e-marketing, and employee workload are also 
significant [22]. Competence, relationship, 
caring, and trust are identified as having a 
significant positive impact on loyalty, while 
information sharing shows no significant 
relationship with internet subscribers’ 
loyalty [23]. Extending the discussion 
to relationship marketing, elements such 
as trust, empathy, financial and social 
bonding, communication, commitment, and 
cooperation are highlighted by Chatterjee 

[24]. These elements contribute to building 
customer loyalty, satisfaction, and retention. 
Thus, CRM, along with branch-banking 
performance can be connected to bank-
employees’ retention.  

3.2 Bank performance in the context 
of CRM

The end result of any strategy or plan, 
or concept is obviously organisational 
performance. This focus led our study to 
examine the relationships or linkages of 
CRM (customer relationship management) 
with banks’ performances. The authors of 
the current research considered some of 
the studies on these linkages and identified 
five cross-functional processes within the 
strategic CRM framework, which encompass 
the performance assessment process [18]. 
Along important dimensions like quality-
control of product and customer retention, 
CRM influences the marketing performance 
of the organisation [25]. It also impacts the 
performances of banking organizations in 
terms of customer satisfaction and customer 
retention [26]. Extending the above 
discussion, it is understood that CRM has a 
significant relationship with organisational 
performance [27;28]. The latter study 
measured CRM by relationship initiation 
and relationship maintenance, while 
organisational performance was assessed 
based on financial metrics, internal processes, 
learning and growth, and customer-based 
performance. In this context, it is seen that 
bank customers with prior experience exhibit 
higher levels of satisfaction compared to 
customers who are new to banking services. 
This disparity in customer satisfaction 
levels has a direct effect on overall bank 
performance [29]. Furthermore, customers’ 
perception of exchange relationships 
significantly predicts organisational 
performance [30]. CRM dimensions such 
as focus on key customers, knowledge 
management, customer satisfaction, and 
‘organizing around CRM’ directly influence 
customer retention, which ultimately affects 
performance dimensions [31].  Similarly, 
CRM capabilities such as customer 
interaction management capability, customer 
relationship upgrading capability, and 
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customer win-back capability significantly 
impact perceived sales performance 
[32]. Some studies clarify that CRM is a 
fundamental requirement for the success of 
banks in India [33], where improving service 
quality, meeting customers’ expectations, 
retention of customers, and improving 
profitability is possible through CRM [34]. 
Also, relationship marketing strategies based 
on trust, communication, commitment, 
empathy, co-operation, financial and social 
bonding are instrumental in building customer 
loyalty, satisfaction, and retention, thereby 
fostering mutual benefits for customers and 
banks [24]. 

It is also revealed that through two-way 
communication between bank employees 
and bank customers, bank officials can 
better understand their clients’ needs and 
expectations, allowing banks to offer more 
realistic banking service solutions, which 
strengthen the customers’ bonding with 
the bank [35]. Also, effective buyer-seller 
interactions have a significant positive 
effect on the sales-volume and effectiveness 
of salespeople [36;37;38], where banks 
must mitigate credit risk to enhance their 
performance [39], especially the branch-
banking performance. On the other hand, 
banks are advised to boost job security, 
career growth, employee motivation, 
and compensation to improve their 
job performance [40]. So, the quality of 
the buyer-seller interaction influences 
significantly and positively the sales 
employees’ performance with the mediating 
role of the customers’ satisfaction [41]. 
Service quality and fairness, with trust as a 
mediator, influence customer loyalty [42]. 
Additionally, employee communication 
and management support significantly 
impact sales employees’ performance 
[43]. Positive person-focused feedback 
from managers can stimulate the sales 
performance of an employee, whereas 
negative person-focused feedback from 
managers can demotivate performance 
[44]. In contrast, the performance of an 
operational activity is mainly determined 
by local management and the competence 
of branch employees [45].

Managerial coaching significantly 
influences sales employee performance 
with the mediating role of customer 
orientation and the sales employee 
adaptability. Additionally, enhancing a 
firm’s performance can be achieved through 
the dimensions like planning, coordinating, 
controlling, connectivity, compatibility, 
modularity, business knowledge, relational 
knowledge, management of knowledge 
and technology [46]. Sales employees’ 
performance is also influenced by customer 
orientation [47], where customer-oriented 
behaviour being supported by business 
intelligence significantly and positively 
related to employee performance, operational 
efficiency and effectiveness of banks. 
Furthermore, business intelligence (BI) 
enabled operations such as fraud detection, 
efficiency of internal processes, and CRM 
are of paramount importance in improving 
the performance of banks [48]. Again, 
employee performance has a significant 
positive relation to customers’ satisfaction 
in the banking industry [49]. Additionally, 
there is a positive and significant relationship 
between customer-oriented employee, sales-
oriented employee, long term-oriented 
employee, and inter-functional employee 
oriented on sales employee performance in 
the banking industry [50]. The performance 
of financial institutions shows positive 
and significant relationships with those 
institutions’ trust [51]. CRM practices have 
a positive and significant influence on banks’ 
performance and the service quality of the 
banks [52]. The behavioural performance 
of banks’ sales employees has a positive 
influence on the sales employee performance 
in the bank. Furthermore, managerial training 
for banks’ sales employees has a significant 
effect on sales employee performance, 
with the mediating role of the behavioural 
performance of sales employee [53]. As 
a result, it is reasonable to conclude that 
the efficacy of CRM contributes to branch 
banking performance.

3.3 Bank-employees’ retention 
Attracting and retaining the best talent 

is the most challenging aspect for any 
organisation [54], and employees are the 
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unrestricted advantage for any company. 
Prospective employees can be retained by 
motivating them, regularly reminding them 
of improvements, adopting policies, and 
building trust among employees [55], where 
employee-retention can be predicted by 
satisfaction, salary, experience, employee 
growth [56]; job satisfaction, welfare 
measures and job security [57]. Along with 
these factors, performance appraisal [58] and 
work environment are also critical factors for 
employee retention [59] having job discontent 
as major factor of employee-turnover [60]. 
Here, the work environment often amplifies 
the impact of benefits and, in turn, contributes 
to motivational incentives on employee 
retention [61]. In addition to these crucial 
aspects, the performance of employees 
is also a significant element in employee 
retention. Thus, the retention of employees 
is exacerbated mainly by an employee’s 
initial performance, lack of benefits, under-
performance [62], dissatisfaction with their 
managers, and excessive tension with their 
fellow employees [63].  Employees are more 
sensitive to social incentives as the social 
incentive is the most significant for employee 
retention and performance in an organisation 
[64]. Therefore, employees experience, job 
satisfaction, and perceived value via the use 
of internal marketing practices, promotional 
opportunities, rather than employee pay, can 
have a positive impact on employee retention 
rates [62;65]. Thus, the authors propose 
that the companies should provide stability 
of work, self-actualisation, affiliation, and 
job satisfaction to have significant impacts 
on workers’ retention that are ultimately 
influencing organisation’s performance [66]. 

In addition to all the extrinsic and core 
benefits provided to employees, training 
programs and employee growth play an 
important role in employee retention [56]. It 
is observed that trained employees are more 
emotionally attached to the organisation 
than untrained employees [67]. Employees 
participating in proactive behaviour can yield 
favourable outcomes for the well-being and 
engagement of individuals who are new to an 
organisation. Consequently, this can lead to a 
decrease in their inclination to leave such an 

organisation [68]. Employees can improve 
their loyalty by using the resources that 
influence the employees’ emotions [67]. The 
majority of workers within an organisation 
are often retained, with a primary focus on 
employee engagement. Their contribution 
holds significant value in increasing the 
general performance of the organisation [69]. 
Supporting the above discussion, Mattox 
and Jinkerson [70] found that after the good 
transitional training for the workers, the 
turnover rate decreased from 20% to 5% in 
a year and the contribution of income to the 
company increased. Thus, employee training 
[71] and development [58] have a positive 
relationship with employee retention, where 
the relationship between leadership and 
millennial employee retention is moderated 
significantly by work-satisfaction [72]. In 
comparison to public-sector banks, private 
banks have greater latitude in developing their 
human resource policies and philosophies, 
as their human resource policies change in 
response to the competitive environment 
and strategic imperatives [73]. Furthermore, 
employees deserve some organisational 
assistance to meet their socio-emotional 
needs. Hence, organisational support is a 
critical corporate identity attribute that can 
strongly predict employee retention [74], and 
the perceived organisational support impacts 
organisation’s employee retention [75].

3.4 Demographic variables and 
banking performances

Most organisations design their products 
or services, most notably by segmenting 
the products or services according to the 
demographic variables of the customers. 
Inconsistent with our study, customer 
satisfaction is associated with digital banking 
in the Indian context, where age, education, 
and income level influence customer 
satisfaction [76;77;78]. Furthermore, age, 
occupation, incomes are significantly 
associated with the customers’ attitude 
towards bank, whereas gender, marital status, 
and education are not significantly associated 
with e-banking [79]. Millennial customers 
make purchase decisions for banking 
products influenced by social class, status, 
age, occupation, and lifestyle. Banks in 
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Indonesia provide conveniences and digital 
facilities [80]. A similar study also resulted 
in customers’ attitudes towards technology 
use in banking services based upon their age 
and occupation in Indian scenario [81;82]. 
As trust and loyalty are most important in the 
service sector like the banking industry, the 
demographic variables become important. 
Furthermore, gender and conveniences 
significantly and positively influence 
the customers’ attitude towards internet 
banking [83]. Moreover, perception towards 
e-banking facilities is not differentiated over 
the customers’ age, gender, occupation, 
and educational qualifications, and over the 
private and public sector banks in India [76]. 
Educational qualification can’t be ignored 
when discussing financial products. Hence, 
educational qualifications of customers are 
said to have a significant relationship with 
e-banking services in the Indian context [84].

Understanding the process of creating 
a buyer’s impression and ensuring positive 
perception is essential for bankers, where the 

buyer’s cultural traits act as a moderator for 
salesperson performance in a multicultural, 
multilingual, and multinational setting [85]. 
On the other hand, the cultural context plays 
no significant function as a moderator in 
these relationships [86]. So, demographic 
factors can have a significant influence on 
corporate negotiations and the relationship 
between buyers and sellers, where 
consequences may be negative or good, 
based on the customer’s prior experiences 
with the business [87]. Similarly, customers’ 
purchasing behaviour is more influenced by 
their gender and income [88]. A purchase 
choice, as the buyer’s behaviour in terms of 
how they think about a market-offering and 
what comes to mind first while taking the 
decision, depends on demographic factors. 
All the above discussions are contextualized 
on the relationships of variables under-
considerations. Therefore, the number 
of studies addressing (Table 1) these 
relationships needs to be revealed for the 
modified ISM, termed as RISM in this study. 

Table 1
Relationship by studies

Relations Studies (Citations) addressing the relation Number

CP- BP

Stanley [21], Shavazi et al. [28], Sin et al. [13], Sofi and Hakim [12], Herjanto 
and Gaur [85], Alam, Karim and Habiba [35], Jha et al. [41], Viio and Grönroos 
[38], Williams, [37], Che et al. [36]

10

CP- ECPB

Roy [20], Stanley [21], Shavazi et al. [28], Nhlengetwa et al. [14], Chen and 
Popovich [11], Dalaeen and Khan [15], Parajuli et al. [19], Das [22], Sin et al. 
[13], Sofi and Hakim, [12], Zablah et al. [30], Musa and Nasiru [25], Shahbaz et 
al. [32], Sigler, [62]

14

CP- BBP

Yim et al. [31], Chatterjee [24], Musa and Nasiru [25], Herjanto and Gaur [85], Alam et 
al. [35], Mang’unyi et al. [90], Filip, [39], Koshksaray et al. [50], Pousa et al. [47], Jha 
et al. [41], Pousa et al. [53], Viio and Grönroos [38], Williams [37], Che et al.,[36]

14

CP- BER Kaźmierczyk et al. [67], Khadka [59], Alhmoud and Rjoub [89] 3

BP- CP

Stanley [21]. Shavazi et al. [28], Sin et al. [12], Sofi and Hakim [13], Alam et 
al. [35], Jha et al. [41], Viio and Grönroos [38], Williams [37], Che et al. [36[, 
Kwong et al. [42]

10

BP-BBP

Yim et al. [31]), Musa and Nasiru [25], Herjanto and Gaur [85], Alam et al. [35], 
Camanho and Dyson [45], Akindele et al. [40], Koshksaray et al. [50], Pousa 
et al. [47]. Jha et al. [41], Pousa et al. [53], Aslam et al. [49], Chung et al. [91], 
Šindelář [43], Lin, [44], Viio and Grönroos [38], Williams [37], Che et al. [36], 
Akter et al. [46], Dhingra and Chaudhry [48]

19

BP- ECPB

Umbara and Ariyanti [23], Roy [20], Stanley [21],  Vazifehdust et al. [4], Shavazi 
et al. [28], Sin et al. [13], Sofi and Hakim [12], Nhlengetwa et al. [14], Chen and 
Popovich [11]. Shaon and Rahman [16], Das [22], Musa and Nasiru [25]

12

BP-BER

Umbara and Ariyanti [23], Jerry and Ayuba [26], Gberevbie [55], Milman et al. 
[56], Khadka [59],  Abba [71], Bibi et al. [61], Alhmoud and Rjoub [89], Kakar et 
al. [58], Arasanmi and Krishna [74], Shah et al. [75], James [68]), Dubey et al. [60]

13
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Relations Studies (Citations) addressing the relation Number

DEM- CP Gupta and Bansal [78], Vanitha [79], Pushpalatha [77] 3

DEM-BP
Vanitha [79], Shah [82], Khare [81], Mathivanan and Kavitha [84], Sharma et al. 
[76], Asnawi et al. [80] 

6

BBP-ECPB Singh [92] 1

BBP-BER
Sigler [62], Phillips and Adele [63], Kurdi et al. [66], Alhmoud and Rjoub [89], 
Rakhara [57], Kakar et al. [58], Shukla [73], Muramalla [65]

8

ECPB-
BBP

Shavazi et al. [28], Mohamud [27], Kalaiarasi and Mugunthan [34],   Zablah et al. 
[30], Kalaiarasi and Mugunthan [33],  Chatterjee [24], Payne et al. [18], Shahbaz 
et al. [32], Jerry and Ayuba [26], Lebdaoui and Chetioui [52], Sun and Yu, [93], 
Yadlapalli et al. [17], Padmavathy [29]

13

ECPB-
BER Sigler [62], Phillips and Adele [63], Shukla [73], Kaur and Mehta [69]

4

End of table 1

4. Result and Discussion 
4.1. Structural Self-Interaction 

Matrix (SSIM)
The elements of the Structural Self-

interaction matrix are derived from past 
literature surveys. The logical relationships 
among them are derived from previous 
research findings and the export opinions 
(Behera et al. [94]; Sushil [9]) in Table 2. 
Four symbols are used to illustrate the logical 
relationships: V, A, X, O (Joshi et al.  [95]; 
Talib et al. [96]; Sushil [9]).

(i) ‘V’ represents the relation from 
element i to j; (ii) ‘A’ represents the relation 
from element j to i; (iii) ‘X’ represents 
bidirectional relations, from i to j and from j 
to i; (iv) ‘O’ represents no relation between i 
and j. Based upon these relations the structural 
self-interaction matrix is developed.

4.2. Initial Reachability Matrix and 
Final Reachability Matrix

The initial reachability matrix is an 
interpretation of SSIM in binary (0 and 1) 

Table 2
SSIM

 i\j CP BP DEM BBP ECPB BER
BER A A O A A  
ECPB A A O X   
BBP O A O    
DEM V V     
BP X      
CP       

Source: the authors’ compilation from analysis

form by following 4 rules (Malone [6]; Sushil 
[9]; Zayed and Yaseen [97]) as mentioned 
below. The combined form of the initial and 
final reachability matrix is shown in Table 3.

(i) When (i, j) relation of SSIM is V, the 
(i, j) entry will be 1 and (j, i) entry will be 0.

(ii) When (i, j) relation of SSIM is A, 
the (i, j) entry will be 0 and (j, i) entry will 
be 1. 

(iii) When (i, j) relation of SSIM is X, 
the (i, j) entry will be 1 and (j, i) entry will 
be 1.

(iv) When (i, j) relation of SSIM is O, 
the (i, j) entry will be 0 and (j, i) entry will 
be 0.

The transitivity check is an important 
assumption for ISM after obtaining the 
initial reachability matrix [9], which is also 
followed in this study. Some of the cells of 
the initial reachability matrix are filled by 
inference at this stage [7]. The rules for the 
transitivity check state that if A is related to 
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B and B is related to C, then A will be related 
to C [7;8;9;10]. The final reachability matrix 
is revealed in Table 3. After the transitivity 
search, three transitive relations are found, such 
as CP-BER, DEM-ECBP, and DEM-ECBP. 

4.4. Dependency power and driving 
power

After obtaining the final reachability 
matrix, the driving power and dependency 
power are determined.  The element that 
helps the number of elements to achieve 
is the driving power, while the number of 
elements that help the concerned element to 
achieve is the dependency power [96].

DEM has the highest driving power (6) 
with rank I, while CP and BP have the second 
highest driving power (5) with rank II. BBP 
and ECBP have the third highest driving 
power III and BER has the lowest driving 
power with rank IV. On the other hand, 
BER has the highest dependency strength, 
followed by BBP and ECPB as the second 
most dependent. CP and BP are the third most 
dependent, while DEM is the least dependent. 
These findings are derived from Table 5.

Table 3
Reachability Matrix

Initial Reachability Matrix Final Reachability Matrix
 CP BP DEM BBP ECPB BER CP BP DEM BBP ECPB BER

CP 1 1 0 1 1 0 1 1 1 1 1 1*
BP 1 1 0 1 1 1 1 1 0 1 1 1
DEM 1 1 1 1 0 0 1 1 1 1 1* 1*
BBP 0 0 0 1 1 1 0 0 0 1 1 1
ECPB 0 0 0 1 1 1 0 0 0 1 1 1
BER 0 0 0 0 0 1 0 0 0 0 0 1

Source: the authors’ compilation from analysis

Table 4
Dependency power, driving power, & rank of elements

 CP BP DEM BBP ECPB BER Driving power Rank 
CP 1 1 0 1 1 1* 5 II
BP 1 1 0 1 1 1 5 II
DEM 1 1 1 1 1* 1* 6 I
BBP 0 0 0 1 1 1 3 III
ECPB 0 0 0 1 1 1 3 III
BER 0 0 0 0 0 1 1 IV
Dependency 3 3 1 5 5 6
Rank III III IV II II I   
Source: the authors’ compilation from analysis

4.5. Level partitioning
After obtaining the final reachability 

matrix, the next step for ISM is level partition, 
which is executed in this research-work and 
presented in Table 5 for the four levels. 
Level partitioning can be accomplished 
with the help of the reachability set and the 
antecedent set. The elements consisting of the 
reachability sets are influenced by the concern 
element, while the elements consisting of 
the antecedent set influence the concerned 
element. Interaction sets are the common 
components of both the reachability set and 
the antecedent sets. The element for which 
the interaction set and reachability set are the 
same is taken for the top-level hierarchy, and 
subsequent levels are partitioned excluding 
the top-level element, since all the elements 
taken into the ISM hierarchy [98;99].

Through the execution of level partition 
in ISM, four levels are explored. The four 
levels explored are as follows: BER for 
level-I, BBP and ECPB for level-II, CP and 
BP for level-III and DEM for level-IV.

4.6. Strength of the factor relation 



ISSN 2074-5354 (print), ISSN 2522-9745 (online). ACADEMY REVIEW. 2024. № 2 (61)

29

Table 5
Level partitioning with iterations

Level-I
 Elements and levels Reachability set Antecedent set Interaction Level
CP 1,2,4,5,6 1,2,3 1,2  
BP 1,2,4,5,6 1,2,3 1,2  
DEM 1,2,3,4,5,6 3 3  
BBP 4,5,6 1,2,3,4,5 4,5  
ECPB 4,5,6 1,2,3,4,5 4,5  
BER 6 1,2,3,4,5,6 6 I
Level-II
CP 1,2,4,5 1,2,3 1,2  
BP 1,2,4,5 1,2,3 1,2  
DEM 1,2,3,4,5 3 3  
BBP 4,5 1,2,3,4,5 4,5 II
ECPB 4,5 1,2,3,4,5 4,5 II
Level-III
CP 1,2, 1,2,3 1,2 III
BP 1,2, 1,2,3 1,2 III
DEM 1,2,3 3 3  
Level-IV
DEM 3 3 3 IV

Source: the authors’ compilation from analysis

Table 6
Percentile of the relation-strength

Sl. No. Relation Number of literatures Percentile Rank
1 CP – BP 10 46.15
2 CP -ECPB 14 84.61
3 CP – BBP 14 84.61
4 CP -BER 3 7.69
5 BP -CP 10 46.15
6 BP -BBP 19 100
7 BP – ECPB 12 61.53
8 BP – BER 13 69.23
9 DEM -CP 3 7.69
10 DEM – BP 6 30.76
11 BBP – ECPB 1 0
12 BBP – BER 8 38.46
13 ECPB- BBP 13 69.23
14 ECPB – BER 4 23.07

Source: Authors’ compilation from analysis

The strength of the factor relationship 
is determined (Table 6) by the number 
of literature reports found in the Google 
Scholar database’s bibliography data. 
The maximum number of relationships 
discovered in this study was 19, in the 
relationship between BP and BBP. Thus, 
the other factor relationships are determined 
using the relationship between BP and 

BBP as the greatest 100 percentile rank 
[100]. 

Upon examining the table-6, it is clear 
that the BP has the greatest effect on BBP 
compared to the other relationships discovered 
in the ISM study. Based on this relationship, 
percentile calculation is used to determine the 
strengths of the other connections.

4.7. Building Digraph 
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To create the ISM model (digraph), 
the top-level elements are placed at the top, 
second-level elements placed at the second 
level, and so on until the bottom-level 
elements are placed at the bottom [95;96]. 
Afterwards, the relationships among the 
elements will be link based on the final 
reachability matrix [96;101]. Few links are 
removed (Pfohl et al. [101]) to simplify the 
digraph, although those linkages are reflected 
in the literature and export opinion. Fig.2 
depicts the assembled digraph.

The RISM (Rational Interpretive 
Structural Model) is derived as an extension 
of the ISM (Interpretive Structural Model) 
(Fig. 3). Here, the relations shown in Table 
1 are extended by assigning the strength of 
influence of one factor to another factor in 
Table 6.

4. Summary Finding 
Being in the level-I, bank employees’ 

retention (BER) is propelled by 5 drivers: 
‘branch banking performance (BBP), 
effectiveness of CRM practices in bank 
(ECPB), variables of banks’ perspective (BP), 
variables of customers’ perspective (CP), and 
demographic variables of bank employees and 
customers (DEM). Consistent with the above 
results, it is clear that BER carries the highest 
dependency power and lowest driving power, 
which can be the resultant or strategic target of 
the CRM practices in connection with branch 
banking performances. 

I 

II

III

IV DEM 

BP CP

BBP ECPB

BER 

 
       

 
Fig. 2.  Digraph

Taking the logic ahead, which is 
proven through ISM (Interpretive Structural 
Modelling) mechanism and shown in the 
diagraph, it can be said that the CRM 
practices and branch banking performances 
are successfully driving the BER. Hence, they 
should be strategized by identified variables 
of banks’ perspectives and customers’ 
perspectives. Because these two perspectives 
are proved to be simultaneous drivers of BBP 
and ECBP. 

Supporting most of the literature, the 
present study also proves through a qualitative 
research design that the demographic 
variables of customers and bank employees 
are connected to bank performances and 
‘CRM practices’ with the help of variables 
that constitute customers’ perspective and 
banks’ perspective. The above outcome is 
reflected in the diagraph, where demographic 
variables appear at the lowest level (IV), 
having the highest driving power and lowest 
dependency power.  

In comparison to consumers, bankers 
and bank employees have a greater capacity 
to enhance branch-banking performance. As 
a result, the organisation’s decision-makers 
must prioritize bank employees’ concerns 
over those of consumers. When making 
decisions on employee retention in a bank, 
it is necessary to place a greater emphasis on 
banker’s performance than on the efficacy of 
the CRM strategy in the bank.
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Fig. 3.  RISM Diagram

 

 
 

The ISM (Interpretive Structural 
Modelling) mechanism is modified with 
appropriate logic and justification, resulting 
in a new mechanism named RISM (Rational 
Interpretive Structural Modelling). This 
newly developed mechanism (RISM) 
represents the most important contribution 
of this research work. RISM offers better 
results compared to ISM, as it prescribes 
the most desirable (strongest) path by 

which the driver (independent variables 
for further analyses) in the lowest level 
of the diagraph can drive the factor on 
the top of the diagraph (carrying the 
highest dependency power). Consequently, 
strategists can strategize the independent 
variables with a clear idea and more 
confidence. The contribution of this study 
is substantiated by the fact that RISM does 
not violate the basic rules of ISM.   

References
1. Gunasekaran, A. (2002) ‘Benchmarking of costing and performance measurement 

systems in the new economy’, Benchmarking: An International Journal, 9(3). https://doi.
org/10.1108/bij.2002.13109caa.001 

2. Diabat, A., Khreishah, A., Kannan, G., Panikar, V. and Gunasekaran, A. (2013) 
‘Benchmarking the interactions among barriers in third-party logistics implementation: An 
ISM approach’, Benchmarking: An International Journal, 20(6), pp. 805-824. https://doi.
org/10.1108/BIJ-04-2013-0039

3. Sota, S., Chaudhry, H. and Srivastava, M.K. (2020) ‘Customer relationship management 
research in hospitality industry: a review and classification’, Journal of Hospitality Marketing 
& Management, 29(1), pp. 39–64. https://doi.org/10.1080/19368623.2019.1595255

4. Vazifehdust, H. et al. (2012) ‘Investigation critical success factors of customer 
relationship management implementation’, World Applied Sciences Journal, 18(8), pp. 
1052–1064. https://doi.org/10.5829/idosi.wasj.2012.18.08.3751

5. Džopalić M, Zubović J and Bradić-Martinović A (2010) ‘Effective Implementation of 
e-CRM Strategy’, Polish Journal of Management Studies, 1, pp. 54–65.



ISSN 2074-5354 (print), ISSN 2522-9745 (online). ACADEMY REVIEW. 2024. № 2 (61)

32

6. Malone, D.W. (1975) ‘An Introduction to the Application of Interpretive Structural 
Modeling’, in Proceedings of the IEEE, pp. 397–404. https://doi.org/10.1109/PROC.1975.9765

7. Bag, S. and Anand, N. (2015) ‘Modeling Barriers of Sustainable Supply Chain 
Network Design using Interpretive Structural Modeling : An Insight from Food Processing 
Sector in India’, International Journal of Automation and Logistics, 1(3), pp. 235–255. https://
doi.org/10.1504/IJAL.2015.071722

8. Watson, R.H. (1978) ‘Interpretive Structural Modeling- A Tool for Technology 
Assessment. Technological forecasting and social change, 11, pp. 165–185.

9. Sushil (2012) ‘Interpreting the Interpretive Structural Model’, Global Journal of 
Flexible Systems Management, 13(June), pp. 87–106. https://doi.org/10.1007/s40171-012-
0008-3

10. Biswas, P. (2017) ‘Modeling Reconfigurability in Supply Chains using Total 
Interpretive Structural Modeling’, Journal of Advances in Management Research, 14(2), pp. 
1–29. https://doi.org/10.1108/JAMR-09-2016-0071

11. Chen, I.J. and Popovich, K. (2003) ‘Understanding customer relationship 
management (CRM)’, Business Process Management Journal, 9(5), pp. 672–688. https://doi.
org/10.1108/14637150310496758

12. Sofi, M.R. and Hakim, I.A. (2018) ‘Customer Relationship Management as Tool 
to Enhance Competitive Effectiveness: Model Revisited’, FIIB Business Review, 7(3), pp. 
201–215. https://doi.org/10.1177/2319714518798410

13. Sin, L.Y.M., Tse, A.C.B. and Yim, F.H.K. (2005) ‘CRM: conceptualisation and 
scale development’, European Journal of Marketing, 39(11/12), pp. 1264–1290. https://doi.
org/10.1108/03090560510623253

14. Nhlengetwa, L., Nel, H. and Makhanya, B. (2019) ‘Applying customer relationship 
management principles in a sales-oriented engineering organisation’, Proceedings of the 
International Conference on Industrial Engineering and Operations Management, (July), pp. 
612–621.

15. Dalaeen, B. Al and Khan, A. (2016) ‘An Empirical Exploration of Customer 
Relationship Management Practices in Banking Industry: A Study of Indian Private Sector 
Banks’, Journal of Applied Finance & Banking, 6(5), pp. 161–172.

16. Shaon, S.M.K.I. and Rahman, Md. H. (2015) ‘A Theoretical Review of CRM Effects 
on Customer Satisfaction and Loyalty’, Central European Business Review, 4(1), pp. 23–36. 
https://doi.org/10.18267/j.cebr.116

17. Yadlapalli, A., Rahman, S. and Gunasekaran, A. (2020) ‘Corporate social 
responsibility definitions in supply chain research: An ontological analysis’, Journal of 
Cleaner Production, 277, p. 123265. https://doi.org/10.1016/j.jclepro.2020.123265

18. Payne, A., Holt, S. and Frow, P. (2000) ‘Integrating employee, customer and 
shareholder value through an enterprise performance model: An opportunity for financial 
services’, International Journal of Bank Marketing, 18(6), pp. 258–273. https://doi.
org/10.1108/02652320010358689

19. Parajuli, S., Paudel, U.R. and Devkota, N. (2020) ‘Banking Communications: 
A Perceptual Study of Customer Relations’, South Asian Journal of Social Studies and 
Economics, 8(3), pp. 23–34. https://doi.org/10.9734/sajsse/2020/v8i330212

20. Roy, S.K. (2014) ‘Factors Affecting (CRM) Practices in Commercial Banks a Case 
of Select Banks in India’, International journal of current research, 6(11), pp. 10344–10351.

21. Stanley, S. (2012) ‘Mindfulness: Towards A Critical Relational Perspective’, Social 
and Personality Psychology Compass, 6(9), pp. 631–641. https://doi.org/10.1111/j.1751-
9004.2012.00454.x

22. Das, S.K. (2012) ‘Customer Relationship Management in Banking Sector: A 
Comparative Study of SBI and Other Nationalised Commercial Banks in India’, https://api.
semanticscholar.org/CorpusID:212491289



ISSN 2074-5354 (print), ISSN 2522-9745 (online). ACADEMY REVIEW. 2024. № 2 (61)

33

23. Umbara, T. and Ariyanti, M. (2016) ‘The Effect of Customer Relationship 
Management To Speedy/Indihome Customer Loyalty And Strategic Implementation In 
Telkom E-Service’, in 3rd International Seminar and Conference on Learning Organization 
(ISCLO 2015), pp. 118–125. https://doi.org/10.2991/isclo-15.2016.23

24. Chatterjee, D. (2019) ‘Impact of Relationship Marketing on Behaviour of Bank 
Customers’, International Journal of Marketing &Human Resource Management, 10(2). 
https://doi.org/10.34218/IJMHRM.10.2.2019.002

25. Musa, R.A. and Nasiru, M. (2020) ‘Impact of Customer Relationship Management 
on Marketing Performance of Selected Gas Stations in Adamawa State’, International Journal 
of Research and Review, 7(9), pp. 209-224. www.ijrrjournal.com

26. Jerry, O.O. and Ayuba, B. (2019) ‘Impact of Customer Relationship Management 
(CRM) on the Performance of Deposit Money Banks (DMBs) in Abuja, European Journal of 
Business and Innovation Research, 7(2), pp. 38-56.www.eajournals.org

27. Mohamud, M.D. (2019) ‘The Effect of Customer Relationship Management and 
Organizational Performance in Mogadishu Somalia’, International Journal of Science and 
Research, 8(1), pp. 2061-2062. https://doi.org/10.21275/ART20194814

28. Shavazi, E.T. et al. (2013) ‘Customer Relationship Management and Organisational 
Performance: A Conceptual Framework Based on the Balanced Scorecard (Study of 
Iranian Banks)’, IOSR Journal of Business and Management, 10(6), pp. 18–26. https://doi.
org/10.9790/487X-1061826

29. Padmavathy, C. (2017) ‘CRM effectiveness and customer satisfaction: moderating 
role of relationship duration’, International Journal of Business Excellence, 11(3), pp. 413-
424. https://doi.org/10.1504/IJBEX.2017.081951

30. Zablah, A.R. et al. (2012) ‘Performance Implications of CRM Technology Use: A 
Multilevel Field Study of Business Customers and Their Providers in the Telecommunications 
Industry’, Information Systems Research, 23(2), pp. 418–435. https://doi.org/10.1287/
isre.1120.0419

31. Yim, F. H. K., Anderson, R.E. and Swaminathan, S. (2004) ‘The Journal of Personal 
Selling and Sales Management’, The Journal of Personal Selling and Sales Management, 4, 
pp. 263–278.

32. Shahbaz, M. et al. (2020) ‘Investigating the Impact of Big Data Analytics on 
Perceived Sales Performance: The Mediating Role of Customer Relationship Management 
Capabilities’, Complexity, 2020, pp. 1–17. https://doi.org/10.1155/2020/5186870

33. Kalaiarasi, G. and Mugunthan, C. (2019) ‘Importance of customer relationship 
management (CRM) in Indian banking sector’, International Journal of Advanced Scientific 
Research and Management, 4(5), pp. 140-143.www.ijasrm.com

34. Kalaiarasi, G. and Mugunthan, C. (2017) ‘Theoretical Framework of Customer 
Relationship Management: An Overview’, International Journal of Scientific Research and 
Management (IJSRM), 5(7), pp. 6431–6441. https://doi.org/10.18535/ijsrm/v5i7.78

35. Alam, M.M.D., Karim, R. al and Habiba, W. (2021) ‘The relationship between CRM 
and customer loyalty: the moderating role of customer trust’, International Journal of Bank 
Marketing, 39(7), pp. 1248-1272. https://doi.org/10.1108/IJBM-12-2020-0607

36. Che, Y., Li, Y., Fam, K. S., and Bai, X. (2018) ‘Buyer–seller relationship, sales 
effectiveness and sales revenue: a social network perspective’, Nankai Business Review 
International, 9(4), pp. 414–436. https://doi.org/10.1108/NBRI-09-2017-0051

37. Williams, M.R. (1998) ‘The influence of salespersons customer orientation on buyer-
seller relationship development’, Journal of Business and Industrial Marketing, 13(3–4), pp. 
271–287. https://doi.org/10.1108/08858629810222298

38. Viio, P. and Grönroos, C. (2016) ‘How buyer-seller relationship orientation affects 
adaptation of sales processes to the buying process’, Industrial Marketing Management, 52, 
pp. 37–46. https://doi.org/10.1016/j.indmarman.2015.07.013



ISSN 2074-5354 (print), ISSN 2522-9745 (online). ACADEMY REVIEW. 2024. № 2 (61)

34

39. Filip, B.F. (2015) ‘Impact Factors on Banking Activity’s Performance in Central and 
Eastern European Countries’, Annals of the University of Oradea, Economic Science Series, 
24(2), pp. 416–424.

40. Akindele, I. T., Olatoye, O. A. and Oyekanmi, T. T. (2020) ‘Impact of Performance 
Appraisal Strategy on Employee Productivity: Evidence from Selected Nigerian Banks’, 
Journal of Management & Social Sciences, 9(1), pp. 769–783.

41.  Jha, S., Balaji, M. S., Yavas, U., and Babakus, E. (2017) ‘Effects of frontline 
employee role overload on customer responses and sales performance: Moderator and 
mediators’, European Journal of Marketing, 51(2), pp. 282–303. https://doi.org/10.1108/
EJM-01-2015-0009

42. Kwong, C. K., Hamid, A. B. A., Aziz, Y. A., and Hashim, H. (2023) ‘The study of 
the influence of service quality, service fairness and trust on customer loyalty in the Malaysian 
motor insurance industry’, International Journal of Business Excellence, 30(1), pp. 17-52. 
https://doi.org/10.1504/IJBEX.2023.130803

43. Šindelář, J. (2016) ‘Investigation of factors influencing employee performance: A 
case of sales forecasting’, International Journal of Organizational Analysis, 24(2), pp. 340–
368. Available at: https://doi.org/10.1108/IJOA-07-2013-0687

44. Lin, Y.T. (2017) ‘Praise sales personnel for talent or effort? Person versus 
process-focused feedback, goal orientation and performance’, Journal of Business 
and Industrial Marketing, 32(8), pp. 1073–1086. https://doi.org/10.1108/JBIM-10-
2014-0208

45. Camanho, A.S. and Dyson, R.G. (2005) ‘Cost efficiency, production and value-added 
models in the analysis of bank branch performance’, Journal of the Operational Research 
Society, 56(5), pp. 483–494. https://doi.org/10.1057/palgrave.jors.2601839

46. Akter, S., Wamba, S. F., Gunasekaran, A., Dubey, R., and Childe, S. J. (2016) 
‘How to improve firm performance using big data analytics capability and business strategy 
alignment?’, International Journal of Production Economics, 182, pp. 113–131. https://doi.
org/10.1016/j.ijpe.2016.08.018

47. Pousa, C., Liu, Y. and Aman, A. (2020) ‘The effect of managerial coaching on 
salesperson’s relationship behaviors: new evidence from frontline bank employees in China’, 
International Journal of Bank Marketing, 38(6), pp. 1259–1277. https://doi.org/10.1108/
IJBM-12-2019-0437

48. Dhingra, S. and Chaudhry, K. (2022) ‘Impact of business intelligence-enabled 
processes on banks’ performance in India’, International Journal of Business Excellence, 
27(3), p. 307. https://doi.org/10.1504/IJBEX.2022.124583

49. Aslam, W., Farhat, K., Arif, I., and Goi, C. L. (2022) ‘What matters most in achieving 
customer satisfaction in banking? A study from the perspective of employee characteristics’, 
TQM Journal, 34(4), pp. 627-650. https://doi.org/10.1108/TQM-08-2020-0195

50. Koshksaray, A.A. et al. (2020) ‘The effect of customer orientation coaching 
on employee’s individual performance and financial and non-financial performance: 
A case of Tejarat bank in Iran’, International Journal of Islamic and Middle 
Eastern Finance and Management, 13(3), pp. 437–469. https://doi.org/10.1108/
IMEFM-04-2019-0169

51. Ou, W.M., Shih, C. M., Chen, C. Y., and Tseng, C. W. (2012) ‘Effects of ethical 
sales behaviour, expertise, corporate reputation, and performance on relationship quality and 
loyalty’, Service Industries Journal, 32(5), pp. 773–787. https://doi.org/10.1080/02642069.2
010.531268

52. Lebdaoui, H. and Chetioui, Y. (2020) ‘CRM, service quality and organisational 
performance in the banking industry: a comparative study of conventional and Islamic banks’, 
International Journal of Bank Marketing, 38(5), pp. 1081–1106. https://doi.org/10.1108/
IJBM-09-2019-0344



ISSN 2074-5354 (print), ISSN 2522-9745 (online). ACADEMY REVIEW. 2024. № 2 (61)

35

53. Pousa, C., Mathieu, A. and Trépanier, C. (2017) ‘Managing frontline 
employee performance through coaching: does selling experience matter?’, 
International Journal of Bank Marketing, 35(2), pp. 220–240. https://doi.
org/10.1108/IJBM-01-2016-0005

54. Employee retention and organisational performance (2011) An International Journal. 
https://doi.org/10.1108/14777281111096816

55. Gberevbie, D.E. (2010) ‘Organisational retention strategies and employee 
performance of Zenith Bank in Nigeria’, African Journal of Economic and Management 
Studies, 1(1), pp. 61–74. https://doi.org/10.1108/20400701011028167

56. Milman, A. et al. (2014) ‘Employment characteristics and retention predictors 
among hourly employees in large US theme parks and attractions’, International journal 
of Contemporary Hospitality management, 26(3), pp. 447–469. https://doi.org/10.1108/
IJCHM-04-2013-0178

57. Rakhara, H. Kaur (2018) ‘Study on factors influencing employee retention in 
companies’, Int. J. Public Sector Performance Management, 4(1), pp. 57–79.

58. Kakar, P., Raziq, A. and Khan, F. (2017) ‘Impact of Human Resource Management 
Practices on Employee Retention: A Case of Banking Sector in Quetta Baluchistan’, Journal 
of Management Info, 4(3), pp. 5–11. https://doi.org/10.31580/jmi.v5i1.24

59. Khadka, S. (2013) Employee retention in banking industry of Nepal, A PhD 
dissertation, School of Management, Singhania University, India.

60. Dubey, R. et al. (2016) ‘Understanding employee turnover in humanitarian 
organisations’, Industrial and Commercial Training, 48(4), pp. 208–214. https://doi.
org/10.1108/ICT-10-2015-0067

61. Bibi, P., Pangil, F., Johari, J., and Ahmad, A. (2017) ‘The impact of compensation 
and promotional opportunities on employee retention in academic institutions: The moderating 
role of work environment’, International Journal of Economic Perspectives, 11(1), pp. 378–
391.

62. Sigler, K.J. (1999) ‘Challenges of employee retention’, Management Research 
News, 22(10), pp. 1–5. Available at: https://doi.org/10.1108/01409179910781823

63. Phillips, J.J. and Adele, O.C. (2004) ‘Managing Employee Retention’, p. 304. 
https://books.google.co.in/books?id=5WTOsewfLuYC&dq=employee+retention&source=g
bs_navlinks_s

64. Alhmoud, A. and Rjoub, H. (2019a) ‘Total Rewards and Employee 
Retention in a Middle Eastern Context’, Original Research, 1, pp. 1–13. https://doi.
org/10.1177/2158244019840118

65. Muramalla, V. S. S. R. (2020) ‘Internal Marketing of Indian Retail Banks and the 
Impact on Employee Job Satisfaction’, International Journal of Business Excellence, 24(2), 
pp. 206–226. https://doi.org/10.1504/ijbex.2020.10025384

66. Kurdi, B. Al, Alshurideh, M. and Afaishat, T. Al (2020) ‘Employee retention and 
organisational performance : Evidence from banking industry’, Management Science Letters, 
10, pp. 3981–3990. https://doi.org/10.5267/j.msl.2020.7.011

67. Kaźmierczyk, J., Romashkina, G.F. and Macholak, P. (2020) ‘Life long learning 
as an employee retention tool. Comparative banking analysis’, Entrepreneurship and 
SustainableIssue, 8(1), pp. 1064–1081.

68. James, R. (2022) ‘The role of newcomers’ proactive behaviours on well-being, 
engagement and turnover intention’, International Journal of Business Excellence, 27(3), pp. 
428-445. https://doi.org/10.1504/IJBEX.2022.124542

69. Kaur, H. and Mehta, P. (2023) ‘Direct and mediating effects of work 
engagement on organisational commitment: a conceptual framework’, International 
Journal of Business Excellence, 30(1), pp. 76-93. https://doi.org/10.1504/
IJBEX.2023.130784



ISSN 2074-5354 (print), ISSN 2522-9745 (online). ACADEMY REVIEW. 2024. № 2 (61)

36

70. Mattox, J.R. and Jinkerson, D.L. (2005) ‘Using survival analysis to demonstrate 
the effects of training on employee retention’, Evaluation and Program Planning, 28, pp. 
423–430. https://doi.org/10.1016/j.evalprogplan.2005.07.006

71. Abba, M. T. (2018) ‘Effects of Training and Development on Employee Retention 
in Bauchi State Metropolis Banks’, International Journal of Operational Research in 
Management, Social Sciences & Education, 4(1), pp. 24–39.

72. Hassan, M. M., Jambulingam, M., Narayan, E. A., Alam, M. N., and Islam, M. S.  
(2022) ‘Servant Leadership for The Retention of Millennial Employees in Private Sectors: 
Mediating Role of Job Satisfaction’, International Journal of Business Excellence, 26(3), pp. 
398-424. https://doi.org/10.1504/ijbex.2019.10028928

73. Shukla, S. (2014) ‘Employee Retention Policies of Public and Private Sector Banks 
in India: A Comparative Study’, Integral Review- A Journal of Management, 7(2), pp. 87–
100.

74. Arasanmi, C. N. and Krishna, A. (2019) ‘Employer branding: perceived 
organisational support and employee retention – the mediating role of organisational 
commitment’, Industrial and Commercial Training, 51(3), pp. 174–183. https://doi.
org/10.1108/ICT-10-2018-0086 

75. Shah, M., Asad, M. and Lahore, P. (2018) ‘Effect of Motivation on Employee 
Retention: Mediating Role of Perceived Organisational Support’, European Online Journal of 
Natural and Social Sciences, 7(2), pp. 511–520. http://www.european-science.com

76. Sharma, S. et al. (2013) ‘CRM as an Imperative Approach for e-banking: 
Perception of Customers towards SBI, PNB, ICICI & HDFC of Roorkee, Uttarakhand’, 
IMR - MANAGEMENT SPEAK, 6(2), pp. 32–39. https://www.researchgate.net/
publication/280302968

77. Pushpalatha, C. (2016) ‘Customers’ Attitude towards ICICI Bank Services-a Study 
with Special Reference to Udumalpet Branch’, in International Conference on “Research 
Avenues in Social Science, pp. 115–119.

78. Gupta, S.K. and Bansal, A. (2018) ‘Young customer’s attitude towards digital 
banking with special reference to public and private bank in Uttrakhand’, JIMS8M: The 
Journal of Indian Management & Strategy, 23(4), pp. 23-27. https://doi.org/10.5958/0973-
9343.2018.00030.3

79. Vanitha, N. (2014) ‘Attitude of Customers towards Electronic Banking Services in 
Canara Bank’, Shanlax International Journal of Commerce, 2(2), pp. 45–51.

80. Asnawi, N., Sukoco, B.M. and Fanani, M.A. (2020) ‘The role of service quality 
within Indonesian customers satisfaction and loyalty and its impact on Islamic banks’, 
Journal of Islamic Marketing, 11(1), pp. 192–212. https://doi.org/10.1108/JIMA-03-2017-
0033

81. Khare, A. (2011) ‘Customers’ perception and attitude towards service quality in 
multinational banks in India’, International Journal of Services and Operations Management, 
10 (2), pp. 199-215. https://doi.org/10.1504/IJSOM.2011.042517

82. Shah, M. (2014) ‘A Study of Customer Attitude towards ICT Services Provided 
by Selected Private & Public Sector Banks’, GRA - Global Research Analysis, 3(4), pp. 
141–142. Available at: http://www.banknetindia.com/banklinks.htm

83. Khare, A. (2011) ‘Mall shopping behaviour of Indian small town consumers’, Journal 
of Retailing and Consumer Services, 18(1), pp. 110–118. https://doi.org/doi:10.1016/j.
jretconser.2010.10.005

84. Mathivanan, B. and Kavitha, S. (2017) ‘A study on customer attitude towards 
e-banking services of private sector banks in Krishnagiri District’, International Journal of 
Management, IT and Engineering, 7(9), pp. 138–150.

85. Herjanto, H. and Gaur, S.S. (2011) ‘Intercultural interaction and relationship selling 
in the banking industry’, Journal of service research, 11(1), pp. 101-119.



ISSN 2074-5354 (print), ISSN 2522-9745 (online). ACADEMY REVIEW. 2024. № 2 (61)

37

86. Mintu-Wimsatt, A. and Gassenheimer, J. B. (2000) ‘The moderating effects of cultural 
context in buyer-seller negotiation’, Journal of Personal Selling and Sales Management, 20(1), 
pp. 1–9. https://doi.org/10.1080/08853134.2000.10754215

87. Rai, B. (2020) ‘The Effect of Demographic Factors on Consumer Purchase Intention 
in Buying Television Set in Kathmandu Valley: An Empirical Study’, Pravaha, 25(1), pp. 
23–32. https://doi.org/10.3126/pravaha.v25i1.31871

88. Lubis, A.N. (2018) ‘Evaluating the customer preferences of online shopping: 
Demographic factors and online shop application issue’, Academy of Strategic Management 
Journal, 17(2), pp. 1–14.

89. Alhmoud, A. and Rjoub, H. (2019b) ‘Total Rewards and Employee 
Retention in a Middle Eastern Context’, SAGE Open, 9(2). https://doi.
org/10.1177/2158244019840118

90. Mang’unyi, E.E., Khabala, O.T. and Govender, K.K. (2018) ‘Bank customer 
loyalty and satisfaction: the influence of virtual e-CRM’, African Journal of Economic and 
Management Studies, 9(2), pp. 250–265. https://doi.org/10.1108/AJEMS-08-2017-0183

91. Chung, D.J., Narayandas, D. and Chang, D. (2021) ‘The effects of quota frequency: 
Sales performance and product focus’, Management Science, 67(4), pp. 2151–2170. https://
doi.org/10.1287/mnsc.2020.3648

92. Singh, A. (2019) ‘E-word of mouth: Strengthening the strategic tool of digital 
marketing’, International Journal of Recent Technology and Engineering, 8(2 Special), pp. 
921–926. https://doi.org/10.35940/ijrte.B1114.0982S1019

93. Sun, L. and Yu, T.R. (2015) ‘The impact of corporate social responsibility on 
employee performance and cost’, Review of Accounting and Finance, 14(3), pp. 262–284. 
https://doi.org/10.1108/RAF-03-2014-0025

94. Behera, Y. D. P., Sahoo, S. K., and Sahoo, T. (2020) ‘Risk-absorption : A Study on 
the power enhancer of cognition to reach a degree of interest in Investment through TISM 
approach’, International Journal of Advanced Science and Technology, 29(6s), pp. 61–76. 
http://sersc.org/journals/index.php/IJAST/article/view/8673

95. Joshi, R., Banwet, D.K. and Shankar, R. (2009) ‘Indian Cold chain: 
Modeling the Inhibitors’, British Food Journal, 111(11), pp. 1260–1283. https://doi.
org/10.1108/00070700911001077

96. Talib, F., Rahman, Z. and Qureshi, M. (2011) ‘Analysis of interaction among the 
barriers to total quality management implementation using interpretive structural modeling 
approach’, Benchmarking: An International Journal, 18(4), pp. 563–587. https://doi.
org/10.1108/14635771111147641

97. Zayed, E.O. and Yaseen, E.A. (2019) ‘Barriers to Sustainable Supply Chain 
Management Implementation in Egyptian Industries: An Interpretive Structural Modelling 
(ISM) approach’, Management of Environmental Quality: An International Journal, pp. 2–18. 
https://doi.org/10.1108/MEQ-12-2019-0271.

98. Warfield, J.N. (1973) ‘Binary Matrices in System Modeling’, IEEE Transactions 
on Systems, Man and Cybernetics, 3(5), pp. 441–449. https://doi.org/10.1109/
TSMC.1973.4309270

99. Meena, K. and Thakkar, J. (2014) ‘Development of Balanced Scorecard for healthcare 
using Interpretive Structural Modeling and Analytic Network Process’, Journal of Advances 
in Management Research, 11(3), pp. 232–265.

100. Waltman, L. and Schreiber, M. (2013) ‘On the Calculation of Percentile - Based 
Bibliometric Indicator’, Journal of the American Society for Information Science and 
Technology, 64(2), pp. 372–379. https://doi.org/10.1002/asi

101. Pfohl, H., Gallus, P. and Thomas, D. (2011) ‘Interpretive Structural Modelling of 
Supply Chain Risks’, International Journal of Physical Distribution & Logistics Management, 
41(9), pp. 839–859. https://doi.org/10.1108/09600031111175816. 



ISSN 2074-5354 (print), ISSN 2522-9745 (online). ACADEMY REVIEW. 2024. № 2 (61)

38

MODIFICATION OF ISM TO RISM (RATIONAL INTERPRETIVE 
STRUCTURAL MODELLING) IN THE CONTEXT OF EMPLOYEE RETENTION 
THROUGH CRM AND PERFORMANCE

Tushar Ranjan Sahoo, NIST (Autonomous), Odisha, (India).
E-mail: tushar.sahoo@nist.edu 
Anatolii O. Zadoia, Alfred Nobel University, Dnipro (Ukraine).
E-mail: zadoya@duan.edu.ua
Sandhyarani Sahoo, Sambalpur, Odisha (India)
E-mail: sahoosandhya15@gmail.com
Saroj Kumar Sahoo, Sambalpur University, Burla, Odisha (India).
E-mail: sahoosaroj78@suniv.ac.in

https://doi.org/10.32342/2074-5354-2024-2-61-2

Keywords: RISM, ISM, CRM, banks, performance, retention
JEL classification: G21, J50, J53, M12, M14, M54

The paper explores the potential of CRM as a strategic element (along with performance, customer 
and bank perspectives, and demographic changes) for employee retention (using the Indian banking 
system as an example). The banking industry was chosen for this study because it is a service sector 
where transactions involving sensitive products (financial instruments) attract maximum attention 
from both employees and customers in the long run. To achieve this goal, the authors identified the 
main factors of customer relationship management that make it effective. The study investigated the 
relationship between CRM practices, the efficiency of banking operations, and the retention of bank 
employees. The analysis showed that bank employees have a much greater potential to influence the 
effectiveness of its activities than clients. Therefore, banks’ management should pay more attention 
to the recruitment of personnel, not only to the CRM system. The article specifically investigated 
the rationality of the relationship between CRM, bank branch efficiency, employee retention, and 
demographic variables. This allowed for several options for banks’ strategies in forming a stable staff 
of employees to be proposed. An important result of the study was the justification of the modification 
and addition of the ISM (Interpretive Structural Modelling) mechanism, which received a new name - 
RISM (Rational Interpretive Structural Modelling). Without violating the basic rules of ISM, the new 
mechanism allows to achieve better results, as it enables the development of a strategy for independent 
variables with a more accurate prediction of results.
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